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This study investigates the influence of materialism and sustainability as fashion on
sustainable clothing consumption in the context of the theory of planned behavior (TPB). Data
have been collected through the distribution of a structured questionnaire through mass emailing
to the faculty, students, and staff of Illinois State University (ISU) in the United States. Six
hundred and three responses have been collected for further analysis. Structural equation modeling
has been conducted to test the hypotheses of the study. The results show that the components of
the TPB framework have significant effect on the intention to purchase sustainable clothing. The
most significant predictor is perceived behavioral control (PBC) followed by attitude and
subjective norms. Materialism has no significant effect on the attitude toward sustainable clothing.
Materialism also has no significant moderating impact on the relationship between attitude and
intention. Sustainability as fashion has a significant effect on the attitude toward sustainable
clothing. The relationship between sustainability as fashion and intention has been partially
mediated by attitude toward purchasing sustainable clothing. Theoretical and managerial
implications are proposed after the discussion of the findings.
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CHAPTER I: INTRODUCTION

Consumers’ environmental concerns have been increasing rapidly for the last few decades
(Saad, 2022). Modern consumers are now aware of the negative impact of their purchasing
behavior on the environment and are moving more and more toward the sustainable products.
Moreover, several surveys show that the willingness of the consumers to pay more for
environmentally sustainable products is increasing day by day (Laroche et al., 2001; Butler,2022).
Sustainability has also become a significant issue in the clothing industry since fashion consumers
are concerned about the climatic impact of fashion products (Amed et al., 2019). However, only a
small number of consumers are implementing their attitude toward sustainable clothing into
purchasing action. Several barriers are lowering the number of consumers purchasing sustainable
clothing products (Connell and Kozar, 2014). The materialistic values of consumers are considered
a big reason of unsustainable consumption behavior (Evers et al.,2018). Several prior studies also
show materialism as a significant cause of unsustainable behavior. (Hurst et al., 2013). However,
studies also show that materialistic values can have a positive effect on sustainable consumption
behavior and therefore the role of materialism in the context of sustainable consumption is not
clear yet (Kasser,2016 ; Cooper,2005).
Sustainability has become a fashion and consumers are interested in sustainable clothing products
because it can provide them a modern, trendy, and unique image. (Ogle et al., 2014; Mai,2019).
As fashion consciousness has a positive impact on the buying intention and behaviors of
consumers (Lam & Yee, 2014) therefore the sustainability fashion trend can affect the attitude and
intention to purchase sustainable clothing. However, until now there is no study that investigate
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the effect of sustainability as a fashion on the attitude and intention to purchase sustainable fashion
products.
The TPB model has been applied in many contexts to examine sustainable consumption
behavior. (Bamberg and Schmidt, 2003; Kaiser and Gutscher, 2003; Harland et al.,1999; Vermeir
and Verbeke, 2008; Han et al., 2010). Prior studies show that the constructs of the TPB model can
predict the purchase intention of sustainbale clothing products (Kaur and Bhardawaj,2021;
Brandão and Gonçalves da Costa, 2021). Scholars also extend TPB theory by including additional
variables (Yuriev et al. , 2020). Ajzen (1991) stated that the TPB model is flexible to extend by
adding proximal variables.
Research Gap and Objectives of the study
The previous discussions show that still now there is a research gap to predict intention to
purchase sustainable clothing by incorporating materialism and sustainability fashion in the
context of TPB framework.
1. The current study aims to integrate materialism and sustainability as fashion in TPB framework
to examine the effect of those two variables on attitude toward sustainable clothing.
2. The study will investigate the moderation effect of materialism between the relationship of
attitude toward sustainable clothing and intention to purchase sustainable clothing.
3. The study will also investigate the mediating impact of attitude toward purchasing sustainable
clothing between the sustainability as fashion and intention to purchase sustainable clothing.
4. The study will measure the influence of TPB components attitude, subjective norms, and
perceived behavioral control on the intention to purchase sustainable clothing.
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CHAPTER II: LITERATURE REVIEW

TPB model
The TPB is a social-psychological model of customer behavior, which proposes that a set
of cognitions: attitudes towards behavior, subjective norms and perceived behavioral control are
the main predictors of an individual’s behavioral intentions and subsequently their behavior
(Ajzen, 1991). Ajzen (1991) stated that relative importance of the above three factors in explaining
intentions and behaviors of an individual vary across behaviors and situations. It has been
established that a positive attitude with compelling subjective norms and strong perceived
behavioral control leads to a higher behavioral intention (Rise et al., 2010)
As of April 2020, the theory of planned behavior (TPB; Ajzen, 1991, 2012) has been
subject to empirical scrutiny in more than 4,200 papers referenced in the Web of Science
bibliographic database, rendering it one of the most applied theories in the social and behavioral
sciences (Bosnjak et al, 2020). The model is held to be a complete theory of behavior in that any
other influences on behavior are held to have their impact via influencing components of the TPB.
However, it is perhaps more correctly regarded as a theory of the proximal determinants of
behavior. The model gives a description of the processes by which attitudes and beliefs determine
behavior, but not of the process whereby other variables (e.g., personality) influence components
of the TPB. It is assumed that the TPB describes a causal process by which variables such as
attitudes impact behavior. (Conner & Armitage, 1998; Conner & Abraham, 2001). Meta-analytic
reviews of the TPB provide strong support for the predictive validity of the TPB in terms of the
percentage of variance explained in behavior and intentions by the components of the TPB (Godin
& Kok, 1996).
3

Sustainable Clothing
Some examples of clothing design for sustainable behavior are found in the existing
literature. Niinimäki and Hassi (2011) identify design strategies that focus on extending the life
span of clothing. These strategies include increasing the product durability through higher quality
and informing the consumers about the expected lifetime, using emotional attachment to increase
the product satisfaction, customization, as well as co-creation. Rigby (2011) concentrated on
reducing the need for maintenance, by designing a clothing in which items are seldom washed.
She identified different themes in clothing that affect the washing behavior, such as material choice
(wool), use area (home wear) and fit (loose).Norum (2013) stated that sustainable clothing
consumption is possible through clothing repair and changes in laundry practices. The consumer
characteristics such as sewing skills and maintenance activities are significant here.
Trends that involve more sustainable clothing purchase behavior include: vintage shopping
among teenagers (Hardy, 2013), DIY fashion (i.e. self-sewn fashion) (Walliker, 2006) and
‘trashion – fashion made out of trash’ (Claudio, cited in an interview with Aheam, 2011). Another
trend is ‘slow fashion’ (a term reportedly coined by the fashion writer Angela Murrills), which
references local cultural traditions in the modern search for authenticity, provides greater
transparency in production and engenders emotional as well as economic investment (Clark,
2008).
Meyer (2001) found that fashion-oriented consumers are sensitive to materials that are kind
to the skin. This green segment of the market is growing, and is willing to pay for ecologically
responsible products. This type of clothes shopper will not only look for “green” products but will
4

also check that garment tags (“swing labels” “hangtags”) and any packaging are made from
recycled materials (Suchard and Polonsky, 1991).
Manufacturing technology has also helped to develop fleece fabrics made from recycled
plastic bottles and jeans from recycled denim (Domina and Koch, 1997) to reduce waste quantity.
In response to the current attention being paid to ecologically correct clothing products, many
European retailers have actively implemented an environmental awareness strategy by adopting
the “eco-label” to reassure shoppers that environmental regulations and responsibilities are being
observed (Grankvist et al., 2004).
In the fashion industry, companies apply many labels to implement the green branding
strategy such as “ethical”, “ecofriendly”, “organic”, “natural” and “fair trade” (Beard,2008)
Among these labels, eco-fashion and ethical fashion are the most commonly mentioned
terms in the research. Although they are considered exchangeable in most research, there are some
fundamental differences (Yang et al, 2017). Eco-fashion refers to a textile and clothing production
process that considers the environmental impact (What is eco-fashion, 2017). A focus on
sustainable or renewable materials is an eco-fashion strategy. Fashion products manufactured by
eco-friendly materials and under fair-trade conditions are considered to be in the category of ethical
fashion (Joergens, 2006).
There are significant certifications of sustainable clothing that are prevalent in the USA.
Fair Trade Certification constitutes a brand that pays fair wages to workers in developing countries.
The certification also ensures that employees work in safe conditions. Buying fair-trade supports
responsible companies, farmers, workers, and fishermen. Not to mention, it protects the
environment. The Global Organic Textile Standard is awarded to textiles with a minimum 95
percent of organic fibers. “Made with organic” is awarded to textiles with 70 percent certified
5

organic fibers. The EcoCert certification evaluates organic agriculture products, ensuring that
clothing is made with organic practices and organically grown materials according to the Organic
Content Standards. The OEKO-TEX Standard is a four-tier system that evaluates the toxicity of
chemicals present in clothes. Independent inspectors run the compliance tests and it is often
awarded in conjunction with the GOTS certification. Sustainable Apparel Coalition is a platform
for assessing a store’s environmental impact. The coalition developed a tool called the Higg Index,
which measures the environmental, social, and labor impacts of a company so that the industry can
then address inefficiencies and provide sustainable solutions (Osmanski, 2021).

TPB model and Sustainable clothing consumption

TPB improves the purchase intention model’s predictability for green products and has
been validated in the context of pro-environmental behavior (Arvola et al., 2008). TPB has been
applied to the studies on many environmental behaviors, including travel mode choice (Bamberg
and Schmidt, 2003), household recycling (Kaiser and Gutscher, 2003), the purchasing of energy
saving light bulbs, the use of unbleached paper, water use, meat consumption (Harland et al.,1999),
food consumption (Vermeir and Verbeke, 2008), green hotel (Han et al., 2010) and general pro
environmental behavior (Kaiser et al., 1996).
Previous studies demonstrated that the constructs of TPB model have significant effect to
predict purchase intention of sustainable clothing products (Kaur and Bhardawaj,2021; Brandão
and Gonçalves da Costa, 2021). Kaur and Bhardawaj (2021) showed that the constructs of TPB
model which are attitude, subjective norms and perceived behavioral control significantly predict
6

the purchase intention of sustainable clothing products among graduate and post graduate fashion
management students in India . Brandão and Gonçalves da Costa (2021) has confirmed the role
of attitude, subjective norm and PBC on predicting purchase intention on a sample of 669
customers from North America, Europe, and Asia in the sustainable fashion context .
Barriers of Sustainable consumption
Individuals who intend to buy sustainable but do not actually do so may be a result of
several barriers that constrain the adoption of sustainable fashion (McNeill and Moore, 2015).
Connell (2010) argued that understanding and eliminating such barriers is essential to move
towards a society with a more sustainable consumption pattern. Prior studies have identified
several barriers of sustainable consumption practices ( Malodia and Bhatt,2019 ; Sundaraja et
al.,2021; Sheoran and Kumar,2020 ; Liu et al ,2021; Geipel et al. ,2018; Kreuzer et al. ,2019; Kreps
and Monin, 2011; Blake,1999). These barriers include (but not limited to) inconvenience,
materialism, perception of no environmental impact, subjective norms etc.
Extended TPB model
TPB is also known for its flexible structure. Although the original model is based on three
direct predictors, scholars sometimes apply an extended theory by including additional variables
(Yuriev et al. , 2020). Ajzen (1991) describes the model as open to further elaboration if further
important proximal determinants are identified: “The theory of planned behavior is, in principle,
open to the inclusion of additional predictors if it can be shown that they capture a significant
proportion of the variance in intention or behavior after the theory’s current variables have been
taken into account” (P. 199).
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The TPB model has been widely used to examine the antecedents of sustainable
consumption intentions, however, researchers have noticed that domain-specific factors have not
been included in the model (Armittage and Conner, 2001). Therefore, an increasing number of
studies have extended the TPB model by including new constructs (Jang et al., 2015). Mei-Fang
Chen’s (2015) study has included moral obligation in addition to attitude and subjective norm as
an extension to the TPB model in predicting one’s intentions to engage in energy savings and
carbon reduction behaviors. Bamberg et al. (2003) integrated the norm activation model (NAM)
with TPB. Nguyen et al. (2016) revealed that biospheric values may mitigate perceived
inconvenience associated with eco-friendly products as it would enhance consumers’ attitudes
toward environmental protection, their subjective norms and environmental self-identity, thus
encouraging active engagement in pro-environmental purchase behavior.
TPB model has also been extended in the context of sustainable clothing consumption. Ko
and Jin (2017) included two antecedents, man-nature orientation, and environmental knowledge,
in the TPB model to explained attitude toward the purchasing green apparel products. Varshneya
et al. (2017) incorporated green consumption values and social influence to predict attitude and
purchase intention of sustainable clothing.
Very few studies have tested the influence of sustainable consumption barriers on the
constructs of TPB model. Brandão and Gonçalves da Costa (2021) have included environmental
apparel knowledge, perceived value, price sensitivity, product attributes and variety, availability
and skepticism into the TPB framework to test and reveal which barriers have the greater impact
on the TPB cognitions. However, still now many other barriers of sustainable consumption have
not been studied in the TPB framework.

8

Attitude and Sustainable consumption
The first important determinant of behavioral intention is attitude, which can be described
as ‘‘the degree to which a person has a favorable or unfavorable evaluation or appraisal of the
behavior in question’’ (Ajzen, 1991, p.188). Attitude toward a behavior is believed to be a function
of one’s salient beliefs (i.e., behavioral beliefs (BB)), which represent the perceived consequences
of the behavior and his/her evaluation of the significance of the consequences (i.e., outcome
evaluation (OE)) (Eagry & Chailen, 1993). An individual tends to possess a favorable attitude
when the outcomes are positively evaluated and, thus, he/she is likely to engage in that specific
behavior (Ajzen, 1991; Cheng et al., 2006; Lee, 2005). In other words, an individual’s positive
attitude toward a certain behavior strengthens his/her intention to perform the behavior (Ajzen,
1991).
Materialism and Sustainable consumption
According to Belk (1985) materialism, as a pure psychological concept, consists of three
individual psychological traits, including possessiveness, non-generosity and envy. Richins and
Dawson (1992) identified three important belief domains of materialism, including: i) possessiondefined success: the extent to which one uses possessions as indicators of success and achievement
in life; ii) centrality of acquisition: the extent to which one places possession acquisition at the
center of one’s life; and iii) acquisitions in pursuit of happiness: the belief that possessions are
essential to satisfaction and well-being in life. In our study, materialism is viewed as a consumer
value.
Materialism is often blamed for consumers unsustainable consumption behaviors and its
contribution to a growing “throwaway culture” (Evers et al.,2018). Researchers have begun to
9

propose possible ways to combat materialism including public policy initiatives and anticonsumption movements, such as voluntary simplicity (e.g., Burroughs et al., 2013). Most research
associates materialism with environmentally unsustainable behaviors (Hurst, Dittmar, Bond, &
Kasser, 2013). However, the relationship between materialism and sustainable consumption has a
mixed picture because several studies have demonstrated positive impact of materialistic
characteristics on sustainable consumption behavior (Kasser,2016 ; Cooper,2005). Past research
appointed out that the negative relationship between materialism and green behaviors could not be
definitely confirmed due to issues related to measurement and definitions in use (Segev et al.,
2015)..

Subjective Norms and Sustainable clothing consumption
Subjective norms refer to the perceived social pressure of significant others to perform or
not perform (Roos and Hahn,2019). Subjective norms are the result of beliefs about significant
others’ normative expectations and the motivation to comply with those (normative beliefs)
(Pavlou and Fygenson , 2006). The effect of subjective norms on sustainable consumption practice
has a mixed outcome. Individuals can be strongly inspired by their social environment, that
includes family members, friends, acquaintances, workmates and business partners. Social
influences have been identified to encourage many recycling activities among young consumers;
these young consumers are heavily dependent on the strength of the group they belong to and can
be more easily influenced (Baker and Ozaki, 2008).
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Perceived Behavioral Control (PBC) and sustainable clothing consumption
PBC explains an individual’s feeling of easiness or difficulty while performing certain
behaviors (Ajzen, 1991). According to TPB, it is crucial to acquire PBC before the intention is
generated, because certain behavior can occur only when an individual has the competence and
drive to perform this behavior (Sarmah et al., 2018). However, Kang et al. (2013) showed that
purchase intentions for environmentally sustainable textiles and apparel for young customers was
positively predicted by attitudes and subjective norms but not by perceived behavioral control.

Sustainability as a Fashion and Purchase intention
Sustainable fashion (also known as eco-fashion) is an all-inclusive term describing
products, processes, activities, and actors (policymakers, brands, consumers) aiming to achieve a
carbon-neutral fashion industry, built on equality, social justice, animal welfare, and ecological
integrity (Alves,2022). Consumers of sustainable fashion are most likely driven by “multiple end
goals including self-expression, aesthetic satisfaction and group conformity” (Kim & Damhorst
1998:132). Lundblad & Davies (2016) stated that consumers of sustainable fashion can be
egoistically motivated and may seek individuality and uniqueness. The choice of sustainable
clothing is not only motivated by environmental concern and ethical obligations but also by the
feeling of ‘looking good’ and improved self-esteem. Min and Ko (2017) found that consumers
may not purchase sustainable clothing if they are skeptical of quality and esthetic value.
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In this research we have defined sustainability as fashion as the perception of consumers that
sustainable clothing can provide trendy, modern, fashionable and unique image with a
feeling of improved self-esteem.
Research showed that sustainable practices were top consumer demands for modern
fashion retailers, however, shoppers did not always want to pay for the extra costs associated with
them (Moore,2019). Consumers are increasingly concerned about the unethical practices of
fashion brands, this concern is not always reflected in their behavior (Bray et al. 2010). They
believe their sustainable consumption has a positive impact on the environment, but still it does
not have an impact on their purchase decisions when buying clothing items—which demonstrates
an attitude behavior gap (Soyer and Dittrich 2021). The research has shown that a substantial
number of consumers show interest in sustainable fashion and have concerns for environmental
protection, but fast fashion, usually meaning lower-priced items, still dominates the industry (Paço
et al. 2020). Kang and Kim (2013) find that consumers who perceive psychological and social
risks with sustainable clothing may avoid sustainable clothing.

12

CHAPTER III: CONCEPTUAL DEVELOPMENT AND HYPOTHESES

Attitude toward
Sustainable
clothing
consumption

Materialism

Subjective
Norms
Sustainability as
Fashion
Perceived
behavioral
control

Figure 1: Conceptual Framework
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Intention to
Purchase
sustainable
clothing

Attitude toward sustainable products has been reported to influence sustainable purchase
behavior in studies from different countries across a wide range of sustainable products such as
organic food, green hotels, green fashion etc (Chaudhury and Bisai,2018). Khare (2015) found
positive relation between past green attitude and green buying behavior in a study among
consumers from metropolitan cities in India. Prakash and Pathak (2017) reported positive
association between attitude toward eco-friendly packing and intention to purchase products with
such packaging. Attitudes and beliefs have found to be the powerful interpreters of sustainable
consumption revealed in the research on green purchases (Tanner and Kast, 2003). Consumers
attitude toward sustainable consumption is positively related with their intentions of booking green
hotels (Han and Yoon, 2015). Positive attitude toward sustainable products has been identified as
a stimulant for sustainable consumption (Vermeir and Verbeke, 2008). Therefore, the following
hypotheses can be proposed:
H1: Attitude toward purchasing sustainable clothing will influence intention to purchase
sustainable clothing.
Alzubaidi et al. (2021) showed that materialistic values have significant negative role to
predict pro-environmental behavioral intention. Dangelico et al (2021) found that a higher level of
materialism can decrease the green product purchase satisfaction and green product purchase
frequency. Mai (2019) demonstrated that materialistic values ( success and happiness ) have
significant impact on attitude toward purchasing green products. However, the influence of one
materialistic value (success) was insignificant in case of Taiwanese sample of the study. The
consumers who pursue and acquire material objects as indicators of success and achievement in
life consider few sustainable products.
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H2: Materialism will influence attitude toward purchasing sustainable clothing
The above discussion indicates that the level of materialism may have significant influence
on the intention to purchase sustainable clothing consumption. As according to the TPB model
attitude can have a influence on the intention to purchase sustainable clothing hence there is a
probability that the attitude to intention relationship can be influenced by the level of materialism.
H3: Materialism will moderate the relationship between attitude toward purchasing
sustainable clothing and intention to purchase sustainable clothing.
Yadav and Pathak (2016) has not found any significant effect of subjective norms on the
intention to buy sustainable food. However, other studies have found a significant effect of
subjective norms on sustainable consumption (Brandão and Gonçalves da Costa, 2021; Dean et
al.,2012). Also, subjective norms can deter sustainable consumption (Sheoran and Kumar, 2020).
Vermeir and Verbeke (2008) concluded that the consumers tend to buy those products having a
strong green/environmental image so that their social image also gets improved; otherwise
consumers try to avoid such kind of products. As per the study by Oberseder et al. (2011) friends
and family members can discourage one from buying socially responsible or green product.
The preceding discussions reveal that opinion and suggestion of persons important to consumers
can have significant influence on consumers intention to purchase sustainable clothing.
H4: Subjective norms will influence intention to purchase sustainable clothing.
Bong Ko and Jin (2017) found that perceived behavioral control positively influenced
intention to purchase green apparel products. Zhang et al. (2019) showed that the perceived
behavior control positively and significantly affected purchase intention for utilitarian and hedonic
green products. Therefore, the following hypotheses has been proposed:
15

H5: Perceived behavioral control will influence intention to purchase sustainable clothing
Gam (2009) demonstrated that Consumers who have higher interest in being well dressed
have a stronger purchase intention regarding sustainable clothing products. However, fashion
leaders do not show their intention to purchase sustainable fashion products and a probable reason
is currently available eco-friendly clothing might not be innovatively fashionable yet. Ogle et al.
(2014) showed that consumers who are concerned about their status might adopt sustainable
fashion products because it can make them unique. Mai (2019) demonstrated that sustainable
clothing products are costly and can be associated with the images of new, trendy, unique, and
modern.
The above discussion illustrates that although consumers consider sustainable consumption is
important for environmental and social protection, they may not sacrifice extra money, style, trend
and the latest designs. Moreover, there is a chance that the motive of consumers who are
purchasing sustainable clothing’s is to adapt with the ‘sustainability trend’ rather than
environmental protection. The consumers may perceive sustainability to be a fashion itself and
might avoid purchasing sustainable clothing whom the sustainability trend becomes outdated.
Therefore, we can propose the following two hypotheses:
H6: Sustainability as a fashion will influence attitude toward sustainable clothing.
H7: Attitude toward purchasing sustainable clothing can mediate the influence of
sustainability as fashion on intention to purchase sustainable clothing

16

CHAPTER IV METHODOLOGY
Selection of Sample and Data Collection
The study will be empirical and based on the primary data. The data have been collected
from a mid-sized university in USA . The researchers have chosen Illinois State university to
conduct the study because the researchers are faculty and a student at the university. The data
collection has been carried out through convenience sampling. Data collection used a Qualtrics
survey distributed through mass emailing to all the faculty, students, and staff. The data collection
period was from 8th June 2022 to 18th June 2022. Eight hundred and ten respondents accessed the
questionnaire. After deletion of incomplete responses left six hundred and three (603) complete
questionnaires for data analysis.

Method of Data Analysis
The statistical package SPSS (version 23.0) was used for data analysis. The reliability and
validity of the questionnaire items have been checked through Cronbach’s alpha, confirmatory
factor analysis, composite reliability, and average variance extracted values. Structural Equation
model was used to investigate the hypotheses. The mediating influence of attitude between
intention and sustainability as fashion has been checked through Baron Kenny approach. The
moderating influence of materialism between attitude and intention has been checked through
AMOS.

17

Scale and Measurement
The researchers have measured the variable of the study by utilizing seven point Likert
type scale (1 = “strongly disagree” to 7 = “strongly agree”. The researchers have adapted
questionnaire items from previous studies to suit the need of current research. The variables of the
study and the sources of their measurement items have been presented in the following table:
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Table 1: Constructs and Measurement Items

Construct and Measurement Items

Source

Materialism

Evers et al (2018)

1. I like a lot of luxury in my life.
2. I like to own things that impress people.
3. I'd be happier if I could afford to buy more things.
4. Buying things gives me a lot of pleasure.
5.I am bothered when I see people who buy anything they want.

Belk (1985)

6. I don't like to lend things, even to good friends.
7.I get very upset if something is stolen from me, even if it has little
monetary value.
8.I would rather buy something I need than borrow it from someone
else.
9. When friends have things I cannot afford it bothers me.
Attitude toward Sustainable Consumption

Adapted from

For me purchasing sustainable clothing is

Brandao & da Costa

Bad – good

(2021)

foolish – wise
unpleasant – Pleasant
Negative – positive
Unsatisfactory – satisfactory
19

Unfavorable – favorable
Undesirable – desirable
Subjective Norms
1. People who are important to me don’t think I should purchase

Adapted from

sustainable clothing.

Brandao & da Costa

2. People who are important to me would not approve of me

(2021)

purchasing sustainable clothing.
3. Most people who are important to me would not purchase
sustainable clothing.
Perceived Behavioral Control
1. I am able to purchase sustainable clothing

Chaudhury and Bisai

2. If it were entirely up to me, I am confident that I would purchase

(2018)

sustainable clothing
3. In the future, I see myself as capable of purchasing sustainable
clothing.
4. I have the resources, time, and willingness to purchase sustainable
clothing
Intention to Purchase sustainable clothing
1. In the future, I intend to buy sustainable clothing.
2. I intend switching to sustainable clothing.
3. I plan to spend more on sustainable clothing rather than
conventional clothing.
4. I expect to purchase sustainable clothing in the future.
20

Paul et al (2016)

5. I will definitely purchase sustainable clothing in the near
future.
Sustainability as a Fashion
1. Purchasing sustainable clothing is trendy.

(Kim and Park,2015)

2. I like to purchase sustainable clothing because it is the latest style.
3. I like to purchase sustainable clothing because people will see me
as fashionable.
4. Shopping for sustainable clothing is popular now-a-days

Self-developed

5. Purchasing clothing that is labeled as sustainable is in fashion.

(Paco et al., 2020)
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CHAPTER V: RESULTS

Participant’s Characteristics
All the participants are above 18 years of age. From the total 603 respondents around 81%
(489) are white followed by 4.3% (26) Asian American and 4.1% (25) African American. Around
6% (35) respondents are from other ethnicities such as Mexican, Latino, American Indian etc.
Sixty eight percent of the respondents in the study are female participants and twenty six percent
are male participants. The other respondents are transgender, agender, cisgender, non-binary etc.
Ninety two percent of the respondents were born in USA and remaining are from other countries.
Participant’s yearly household income level are generally under $100,000 per year and around
thirty two percent have income level more than $100,000 per year. The position of the participants
in the university include staff 23.5%, faculty 12.3%, graduate students 17.7%, senior 18.7%, junior
12.1%, and sophomore 9.1%.
One-way Anova results show that there is significant mean difference of race (F=3.095,
P=0.003), gender (F=4.741, P=0.00), and position (F=2.631, P=0.008) with intention to purchase
sustainable clothing. Moreover, Race (F=2.098, P=0.042), gender (F=7.320, P=0.000), and income
(F=1.907, P=0.031) have significant mean difference in case of attitude toward purchasing
sustainable clothing.
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Table 2
Correlation and Association Table

Variables

2

3

4

5

6

0.167

0.006

0.019

.040

.054 (0.187)

(0.00)

(0.89)

(0.65)

(0.33)

2.Sustainability as

.332

.347

0.321

Fashion

(0.00)

(0.00)

(0.00)

3.Attitude to

0.584

0.411

Purchase sustainable

(0.00)

(0.00)

1.Materialism

1

0.389 (0.00)

0.662 (0.00)

clothing
4.Perceived

0.469

behavioral control

(0.00)

0.762 (0.00)

5.Subjective Norms

0.506 (0.00)

6. Intention

1.00

7. Race

0.035

8. Gender

0.060

9. Position

0.035

10. Income

-0.109 (0.007)

Table 2 shows correlations with significance of the relationships with 0.05 significance level (in
bracket) among the variables of the study. All the variables of the study have significant correlation
with each other except materialism. The association level of race, gender, and position with
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intention has been calculated through eta square. The strength of association has been found low
(close to zero). Income level has significant negative correlation with intention to purchase
sustainable clothing.

Figure 2 : Common method Bias
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Table 3
Cronbach Alpha, AVE, CR, and VIF

Variable

Number of

Cronbach

AVE

CR

VIF

items

Alpha

Materialism

3

0.72

0.50

0.74

1.032

Perceived

2

0.64

0.49

0.66

1.715

5

0.88

0.58

0.872

1.239

3

0.71

0.453

0.71

1.368

Attitude

7

0.94

0.679

0.94

1.608

Intention to

5

0.93

0.65

0.90

behavioral
control
Sustainability as
fashion
Subjective
norms

Purchase

The variance inflation factor was checked for each regression coefficient and results
showed that all variance inflation factors were below 5 and within the tolerable limit (James et
al., 2013) . The reliabilities of all measures were calculated using Cronbach’s alpha. The test of
reliability showed that the overall Cronbach’s alpha coefficients for Materialism, Perceived
behavioral control, sustainability as fashion, subjective norms, attitude, and intention to purchase
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were in an acceptable range. Hair et al. (2010) provided that alpha value of 0.70 is generally agreed
upon as an acceptable value. The alpha value of PBC is 0.64 which is also acceptable according to
George and Mallery (2003) and Fornell and Larcker (1981).
Construct validity is supported test for convergent validity and discriminant validity (Hair
etal.,1998). The convergent validity has been investigated through two approaches:(a) all factors’
loadings were significant and above 0.5 (Bagozzi etal.,1991) and (b) all Average Variance
Extracted (AVE) values and composite reliabilities were within the tolerance level (Fornell and
Larcker,1981& Hair et al.,1998). The composite reliability of all three measures ranges from .66
to .94, which meets the acceptable level of .60 (Fornell & Larcker, 1981). According to Fornell
and Larcker (1981), the average variance extracted may be a more conservative estimate of the
validity of the measurement model, and on the basis of composite reliability the researcher may
conclude that the convergent validity of the construct is adequate. The AVE values of PBC and
Subjective norms are 0.49 and 0.453 but the composite reliability values are 0.66 and 0.71 which
exceed the acceptable range of 0.6. The discriminant validity was investigated by comparing the
AVE with squared correlations between constructs.
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Figure 3 : Measurement model
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The data were analyzed with the help of structural equation modeling (SEM) using AMOS
version 20. Analysis was started by performing the confirmatory factor analysis (CFA) to assess
the scale items’ validity as well as reliability. Common indicators such as CFI, GFI, AGFI,
RMSEA and TLI values were brought into play to estimate the CFA-based model. The model’s
goodness indices were found acceptable. CMIN=1352.8 (p= 0.000), CMIN/df = 3.12, CFI = 0.95,
NFI= 0.924, GFI = 0.903, AGFI= 0.88, TLI= 0.94, and RMSEA= 0.059 (Hair et al., 1998). All the
CFI, GFI, AGFI, RMSEA and TLI values were within acceptable range (Hair et al., 1998;
Kamboj,2019), and the loading of factors in the CFA model are all above 0.5 (see figure 3).
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Figure 4 : Structural model

Figure 4: Structural model
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Table 4: Testing of Hypotheses

Hypothesized Path

b

β

S.E.

P

Comment

Materialism

-0.054

-0.070

.035

.116

Not

Attitude

Supported
Sustainability as Fashion

0.325

.365

.042

***

Supported

0.453

.401

.038

***

Supported

0.724

.800

.053

***

Supported

0.171

.200

.031

***

Supported

Attitude
Attitude

Intention

Perceived behavioral Control
Intention
Subjective Norms

Intention

Table 4 shows that among the five hypothesized paths all are supported except the path
Materialism

Attitude (β = -0.070, P= 0.116). The variables of TPB model have significant

influence on intention to purchase sustainable clothing which is similar to prior studies ((Kaur and
Bhardawaj,2021; Brandão and Gonçalves da Costa, 2021)). Attitude (β =0.453, P = 0.00),
perceived behavioral control (β=0.800, P=0.00), and Subjective norms (β=0.200, P = .00) have
significant influence on intention to purchase sustainable clothing with 0.05 significance level.
Sustainability as Fashion (β = 0.365, P = 0.00) has significant influence on attitude toward
sustainable clothing consumption.
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Table 5
Mediation test
Direct impact of SAF

Direct impact of SAF

Impact of Attitude

Comment

on Intention

on Attitude

and SAF on Intention

β = 0.389

β = 0.332

β=0.198

Attitude partially

(P=0.00<0.05)

(P=0.00<0.05)

(P=0.00<0.05)

mediates the
impact of
Sustainability as
Fashion on
Intention to
Purchase
sustainable
clothing

To test the mediating impact of attitude between sustainability as fashion and intention to purchase
sustainable clothing we have adopted the mediation testing approach of Barron and Kenny (1986).
We have followed the following steps to test the mediating impact:
Step 1 : At first we have tested the direct impact of sustainability as fashion on intention to purchase
sustainable clothing and found that path significant.
Step 2 : At the second step we have tested the impact of sustainability as fashion on the mediating
variable which is attitude toward purchasing sustainable clothing and found that significant.
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Step 3: At the last step we have tested the impact of sustainability as fashion on intention to
purchase sustainable clothing and found that standardized regression coefficient has decreased
(from β = 0.389 (P=0.00<0.05) to β=0.198 (P=0.00<0.05)). However, still the effect remains
significant. Therefore, we can conclude that attitude toward purchasing sustainable clothing
partially mediates the influence of sustainability as fashion on intention to purchase sustainable
clothing.
Table 6
Moderation Test
Hypothesized Path

b

β

P value

Attitude X Materialism

0.009

0.01

0.74

We have conducted a moderation analysis to test the influence of materialism on the relationship
between attitude and intention. The results show that the interaction effect of materialism is not
significantly influencing the relationship between attitude and intention to purchase sustainable
clothing.
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CHAPTER VI: DISCUSSION AND IMPLICATIONS
The study aims to investigate the interactions of materialism and sustainability as a fashion
trend with the components of TPB model. More specifically, the study aims to investigate the
influence of attitude, subjective norms, and perceived behavioral control on the intention to
purchase sustainable clothing. The study examines the influence of materialism and sustainability
as a fashion on the attitude toward sustainable clothing.
The study demonstrates that attitude, subjective norms, and perceived behavioral control
have significant influence on intention to purchase sustainable clothing. These findings are
consistent with prior studies (Kaur and Bhardawaj,2021; Brandão and Gonçalves da Costa, 2021).
However, the level of impact of the three elements differed from previous studies. The study shows
that perceived behavioral control is the strongest predictor of intention to purchase sustainable
clothing followed by attitude and subjective norms. Whereas some studies show that attitude is the
most important predictor and PBC has no significant effect on intention to purchase sustainable
clothing (Kang et al,2013).
The study aims to investigate the influence of materialism on attitude toward purchasing
sustainable clothing. The result shows that materialism has no significant effect on the attitude
toward purchasing sustainable clothing. Moreover, the level of materialism has no significant
moderating effect on the relationship between attitude and intention to purchase sustainable
clothing. Prior studies also show a mixed picture of the role of materialism on sustainable clothing
consumption
The study has identified an important construct ‘sustainability as fashion’ and measured its
impact on attitude to sustainable clothing consumption. Sustainability as a fashion has significant
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influence on attitude toward sustainable clothing. Moreover, attitude partially mediates the
influence of Sustainability as fashion to intention to purchase sustainable clothing.
Implications
The study has important theoretical and practical implications. The study has confirmed
the influence of the components of TPB model on the intention to purchase sustainable clothing.
The study has been developed in the context of sustainable clothing consumption which is an
important sustainable product. The study has demonstrated the insignificant effect of materialism
on attitude toward purchasing sustainable clothing. The effect of materialistic values is still
mysterious and showed different types of effect in previous studies (Kasser,2016 ; Cooper,2005;
Mai,2019). In the current study the effect of materialism is insignificant.
The study investigates a new variable which is ‘sustainability as fashion’. As sustainability
has become trendy among consumers, hence, it has turned into a fashion concept. The study has
incorporated the variable ‘sustainability as fashion’ in the TPB model and extended the model.
Moreover, the study has showed the mediating impact of attitude toward purchasing sustainable
clothing on the relationship between sustainability as fashion and intention to purchase sustainable
clothing.
The study has important practical implications. The attitude toward purchasing sustainable
clothing can predict intention to purchase sustainable clothing. Hence, marketers of eco-friendly
clothing should advertise their eco-friendly clothing items to the consumers. Moreover, sustainable
clothing manufacturers can arrange various corporate social marketing initiatives which can
enhance positive attitude toward purchasing sustainable clothing. The negative environmental
impact of unsustainable clothing items should be highly advertised. The environmental agencies
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should be backed up by the sustainable clothing manufacturers so as they can carry effective
marketing campaigns for sustainable clothing to escalate overall positive attitude toward
sustainable clothing.
PBC is the most important determinant of purchasing sustainable clothing. The
manufacturers should try to provide clothing in an affordable pricing. The sustainable clothing
items should be available in enough amount so as consumers can purchase the clothing items easily
and the online presence of sustainable clothing items can be increased. The firms can motivate
various volunteer groups to distribute and sell their eco friendly clothing products with a minimal
cost.
Subjective norms have showed significant influence on intention to purchase sustainable
clothing. The firms should endeavor to increase general interest on sustainable clothing so as
positive word of mouth will be circulated regarding sustainable clothing products.
Sustainability as fashion can enhance positive attitude toward purchasing sustainable
clothing. Hence, manufacturers should focus on creating fashion appeals on sustainable clothing
options. Celebrity appeals can play a vital role here. Firms can try to nurture opinion leadership to
enhance the uniqueness of sustainable clothing products.
The study has showed that the income level has significant negative correlation with
intention to purchase sustainable clothing. Therefore, with the increase in income level, the
intention of purchasing sustainable clothing can decrease. Practitioners must identify which
factors can create barriers to purchase sustainable clothing for the high-income consumers.
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Limitations and Future research directions
The study has been conducted on a developed country. Very often, the socio –
demographics and cultural factors of the developing countries differ from developed countries.
Hence, future studies can be conducted on developing countries which can generalize the findings
of the study. The current study has utilized cross sectional data; future research should be based
on panel data. The data were collected on a convenience basis. Experimental research design can
be employed to get more accurate findings and to predict actual purchase behavior. The current
sample has been drawn from a single university and to increase the generalizability of the study
more representative and diverse sample size can be selected. The study shows that with the rise in
income level the intention to purchase sustainable clothing moves toward opposite directions.
Future studies can be focused on higher income consumer groups to know their values and
motivations regarding the purchase of sustainable clothing. The study shows that there is
significant mean difference between groups of race, gender, and position in case of intention to
purchase sustainable clothing. Moreover, significant mean difference exists between groups of
race, gender, and income level in case of attitude to purchase sustainable clothing. Therefore, the
model of the current study can be replicated to specific gender, race, position and income groups
of samples.
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APPENDIX A: PARTICIPANT CONSENT FORM
You are being asked to participate in a research study conducted by Dr. Gary Hunter, Dr.
Chiharu Ishida-Lambert and Mahamudul Hasan of the Department of Marketing at Illinois State
University. The purpose of this study is to investigate the barriers, attitude, and intention to
purchase sustainable clothing.
Why are you being asked?
You have been asked to participate because you are more than 18 years old and you are a
university student. Your participation in this study is voluntary. You will not be penalized if
you choose to skip parts of the study, not participate, or withdraw from the study at any time.
What would you do?
If you choose to participate in this study, you will complete a survey questionnaire related to
your attitudes and perceptions regarding sustainable clothing consumption. In total your
involvement in this study will be approximately fifteen minutes.
Are any risks expected?
We do not anticipate any risks beyond those that would occur in everyday life. However, if
you feel any discomfort, please stop answering the questions.
Will your information be protected?
Your responses will be anonymous; nothing that will identify you will be linked to your
responses. The findings from this study may be presented in journal articles and at conferences
but only in aggregate form.
Who will benefit from this study?
There is no immediate direct benefit to you from participating in this study. However, the
findings of the study can assist academicians, social workers, and policymakers to enhance
sustainable consumption related research and practice which could benefit you by improving
conditions in the world
Whom do you contact if you have any questions?
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If you have any questions about the research or wish to withdraw from the study, contact Dr
Gary Hunter (glhunte@ilstu.edu ) or Mahamudul Hasan (mhasan4@ilstu.edu).
If you have any questions about your rights as a participant, or if you feel you have been placed
at risk, contact the Illinois State University Research Ethics & Compliance Office at (309) 4385527 or IRB@ilstu.edu.
Documentation of Consent
If you are 18 years old and willing to participate in the study click next to begin. Clicking on
the NEXT button (>>) below will indicate that you understand this information and the
conditions of the research and have voluntarily agreed to participate in this survey.
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APPENDIX B: QUESTIONNAIRE
Scenario:
Sustainable clothing are good for the environment in comparison to conventional clothing.
Sustainable clothing are manufactured with environment friendly ingredients such as organic or
renewable items and may require less energy to produce.
Imagine that you are planning to purchase a t-shirt, and you are at a famous shopping mall where
a variety of clothing are available to purchase. While you are shopping, you find two t-shirts that
you like equally. T-shirt-#1 is your favorite style and is in a color you like. T-shirt #2 is also your
favorite style and color but it has a label that indicates it has been manufactured with organic
materials and better for environment. The price of T-shirt #2 (which is environment friendly) is
30% higher than T-shirt #1. You can only purchase one t-shirt.
After reading the scenario, consider purchasing T-shirt #2 (environment friendly) and rate the
following statements:
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Statements

1. I don’t like to pay
more to buy
sustainable clothing.
2. I don’t like to
waste time going to
specialized stores to
buy sustainable
clothing
3. While shopping, I
can’t easily
recognize which
clothing products are
sustainable.
4. Inside the store, I
need a lot of time to
find sustainable
clothing.

1. I like a lot of
luxury in my life.
2. I like to own
things that impress
people.
3. I'd be happier if I
could afford to buy
more things.
4. Buying things
gives me a lot of
pleasure.
5.I am bothered
when I see people
who buy anything
they want.
6. I don't like to lend
things, even to good
friends.
7.I get very upset if
something is stolen

Strongly

Strongly

Disagree

Agree

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Strongly

Strongly

Disagree

Agree

1

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

2

3
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4

5

6

7

from me, even if it
has little monetary
value

8.I would rather buy
something I need
than borrow it from
someone else
9. When friends have
things I cannot
afford it bothers me.
For me purchasing
sustainable clothing
is ----

1

2

3

4

5

1

2

3

4

5

6

6

Bad
1

2

3

4

5

6

2

3

4

5

6

2

3

4

5

6

2

3

4

5

6

2

3

4

5

6

1. People who are
important to me
don’t think I should

Strongly
Disagree
1

7

Favorable
2

3

4

5

6

Undesirable
1

7
Satisfactory

Unfavorable
1

7
Positive

Unsatisfactory
1

7
Pleasant

Negative
1

7
Wise

Unpleasant
1

7

Good

Foolish
1

7

7

Desirable
2

3

2

3
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4

4

5

6

7

5

Strongly
Agree
6
7

purchase sustainable
clothing.
2. People who are
important to me
would not approve
of me purchasing
sustainable clothing.
3. Most people who
are important to me
would not purchase
sustainable clothing.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Strongly

Strongly

Disagree

Agree

1. I am able to
purchase sustainable
clothing

1

2

3

4

5

6

7

2. If it were entirely
up to me, I am
confident that I
would purchase
sustainable clothing

1

2

3

4

5

6

7

3. In the future, I see
myself as capable of
purchasing
sustainable clothing.
4. I have the
resources, time, and
willingness to
purchase sustainable
clothing

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1. In the future, I
intend to buy
sustainable clothing.
1. I intend switching
to sustainable
clothing.

Strongly

Strongly

Disagree

Agree

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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2. I plan to spend
more on sustainable
clothing rather than
conventional
clothing.

1

2

3

4

5

6

7

3. I expect to
purchase sustainable
clothing in the
future.
4. I will definitely
purchase sustainable
clothing in the near
future.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Strongly

Strongly

Disagree

Agree

1. Purchasing
sustainable clothing
is trendy.

1

2

3

4

5

6

7

2. I like to purchase
sustainable clothing
because it is the
latest style.
3. I like to purchase
sustainable clothing
because people will
see me as
fashionable.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

4. Shopping for

1

2

3

4

5

6

7

1

2

3

4

5

6

7

sustainable clothing
is popular now-adays
5. Purchasing
clothing that is
labeled as
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sustainable is in
fashion.

The following questions are so that we can compare the answers of people that are similar on
some aspect of their life or background. Your answers to these questions will make it so we can
make those comparisons.
1.

What is your age?

a.

________________________

2.

What is your race?

a.

American Indian or Alaskan Native

b.

Asian

c.

Black or African American

d.

Native Hawaiian or Other Pacific Islander

e.

Multiracial (Please specify below)

f.

White

g.

Some other race, ethnicity, or origin (Please specify below)

h.

Prefer to self-describe (Please specify below)

i.

Prefer not to say

j.

_______________________

3.

How do you describe your gender identity?

a.

Female

b.

Male

c.

Non-binary/third gender

d.

Transgender
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e.

Cisgender

f.

Agender

g.

Genderqueer

h.

Prefer to self-describe (Please specify below)

i.

A gender not listed (Please specify below)

j.

Prefer not to say

k.

_______________________

5.

To the best of your ability, what is your estimated family household income?

a.

$0-$10000

b.

$10,001-$20,000

c.

$20,001-$30,000

d.

$30,001-$40,000

e.

$40,001-$50,000

f.

$50,001-$60,000

g.

$60,001-$70,000

h.

$70,001-$80,000

i.

$80,001-$90,000

j.

$90,001-$100,000

k.

$100,001-$150,000

l.

More than $150,000

m.

I would prefer not to say

6.

What is your level of education?

a.

Elementary school or below

b.

Middle school

c.

Some high school
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d.

High school graduate

e.

Some college

f.

Graduated from trade/technical school

g.

Graduated college with bachelor degree

h.

Graduated college with advanced degree (MA, PhD, JD, MD)

i.

Unknown

j.

Prefer not to say

7. Where were you born?
a. Bangladesh
b. United States
c. Other (please list)
Is there anything else that you would like to say about sustainable clothing or this study? If so,
please comment below:

Thank you for sharing your opinions with us!
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